VOLUME 28 1986 


é 


Author/title index 


cn denotes current notes 
c denotes communications number page 


ABRAMS, MARK The changing pattern of retail distribution 


ALT, Mick and Griccs, STEVE A theory of product success 


AMINE, LyN S and CavusciL,S TAMER Demand estimation in a 
developing country environment: difficulties, techniques and examples 


Advertising effectiveness: 


BROADBENT, SIMON and COLMAN, STEPHEN 
across brands 


Buck, STEPHAN and YATES, ALAN Television viewing, consumer 
purchasing and single source research 


CavusciL, S TAMER see AMINE, LYN S 


CLIFTON, PETER The future of new technologies in the office 
and retailing 


COLMAN, STEPHEN see BROADBENT, SIMON 


CRAWFORD, ALEX A comparison of participants and non-participants 
from a British general population survey of alcohol drinking practices 


FOUNTAIN, ERIC; PARKER, IAN and SAMUELS, JOHN The contribution of 
research to General Motors’ corporate communications strategy in 
the UK 


FRIEDMAN, HERSHEY H_ see FRIEDMAN, LINDA WEISER 


FRIEDMAN, LINDA WEISER and FRIEDMAN, HERSHEY H Comparison of 
itemised vs graphic rating scales: A validity approach 


GERSHUNY, JONATHAN I Time use, technology, and the future of work 


Griccs, STEVE see ALT, MICK 


4 375 

1 43 
: 3 225 
4 363 

1 25 

/ 
3 285 
4 335 


HamIL, SEAN and O’NEILL, GERARD Structural changes in British 
society: the implications for future consumer markets 


Harvey, LEE A research note on the impact of class-of-mail on 
response rates to mailed questionnaires 


HOINVILLE, GERALD Developing survey methods 


Howartu, J D New technologies — how they are likely to be absorbed 
into the economy and culture over the next twenty years 


Joyce, TIMOTHY The measurement of magazine page exposures 


McDONALD, Scott CAMERON Procedure for the use of syndicated 
audience research to develop synthetic cohorts for historical 
media analysis 


NELSON, ELIZABETH The consumer of the future 

O'NEILL, GERARD see HAMIL, SEAN 

PARKER, IAN see FOUNTAIN, ERIC 

Piercy, NIGEL The power and politics of marketing information 
PULIYEL, THOMAS High readers-per-copy: an attempt at validation 
ROTHMAN, JAMES Handling change in a continuous survey 


SAMUELS, JOHN see FOUNTAIN, ERIC 


SCHLACKMAN, BILL Guest Editorial: Planning tomorrow today 


SHAROT, TREVOR Weighting survey results 
SOUTHGATE, PETER The MRS membership survey 
WALSH, PETER Magazine sourcing 


WALsTRA, BOUKE Validating the first-time-read-yesterday method 


1 3 
2 145 
2 175 
4 325 re 
4 379 cn 
2 115 
2 125 ; 
4 311 : 
3 3 269 ‘ 
1 67 
2 105 
2 157 


WartTSsSON, AILEEN Alumni information 


WIEGAND, JURGEN Combining different media surveys: the German 
partnership model and fusion experiments 


YATES, ALAN see BUCK, STEPHAN 


Subject index 


cn denotes current notes 
c denotes communications 


Adspend effects 
Adstock 
Advanced ceramics 
Advertising 

awareness 

effectiveness 

page exposure (APX) 

/sales relationship 
Affluence patterns 
AGB Personal Purchases Index 
Alarm device study 
Alcohol drinking practices 
American companies, attitudes to 
Analogy, method of 
Australia, readership research in 
Australian Magazine Publishers Association 
Australian Market Research Society 
Automobile study see Cars study 
Average issue readership 


Bandaid study 
Bar code scanning systems 


Branding 
Breakfast cereal market 
Britishness dimension 


3 300 c 
: 1 15 
4 358 
15 
15 
147 
15 
313 
15 
252 

33 
46 
105 
106 
3 ae 
25 
133 
157 
1 56 
4 371 
1 15 
1 37 


Cable TV 

Card effects 

Cars study 

Cell weighting 
Chain ratio method 
Change, structural 
Chocolate confectionery market 
City University, The 
Class-of-mail effects 
Coder variability 
Cohort analysis 


Confectionery market 
Consumer 
behaviour 
expenditure 
purchasing 
Corporate strategy 
Correspondence analysis 


Demand estimation 

Demographic change 

Department of Trade and Industry 
Design effects 

Diaries 

Disposable income 

Domestic work 


Economic and Social Research Council 
Education 

EFTPOS 

Employment 


Extended media list (EML) 


Family expenditure survey 

Fine art study 
First-time-read-yesterday method 
Forecasting 


Fusion experiments 


Gallium arsenide 


226 
143 
35 
277 
48 
313 
15 
7 
299 cn 
8 
175 
15 
3 4 325 
4 378 
3 225 
1 25 
3 254 
43 
4 314 
4 355 
1 8 
3 231 
4 314 
4 342 
1 7 
4 342 
4 372 
4 318 
: 4 339 
2 125 
1 5 
3 299 cn | 
2 157 
4 passim 
2 189 
4 358 


General Mators’ study 
German Media Analysis model 
Government Social Survey 
Graphic rating scales 

Grouped titles 


Health foods 
Henley Centre, The 


Ideal solution 

India, readership in 
Indirect research methods 
Information technology 


Institute for Survey Research 

Integrated Services Digital Network (ISDN) 
Intermedia study in Germany 

Inter/View BV 

Interviewing methods 

Itemised rating scales 


JICNARS 


Leisure 
Lesser Developed Countries (LDC) 
Lifestyle 


Macro surveys 
Magazine page exposures, measurement of (MPX) 
Magazine Publishers Association (MPA) 
Magazine 

readership 


sourcing 
Mail questionnaires 
Mapping techniques 
Market research, 


contribution of 
methodology 


1 25 
2 189 
1 4 

3 285 
2 125 

313 
236 
| 115 
334 
351 
355 
5 
369 
190 
2 157 
2 125 
48 
‘ 322 
4 333 
2 145 
2 147 
2 145 
2 157 

2 105 
: 3 299 cn = 
3 257 
1 25 
; 1 8 


Market Research Development Fund 
Market Research Society, The 
Market Research Society, The, Membership Survey 
Marketing information 

Masthead titles 

MDPREF 

Media Analysis model 

Mediamark Research Inc (MRI) 
Mediascanner 

Media research, cohort analysis for 
Medical services 

Milk buyers 

Morocco, demand estimation in 
Motor company study 

Multiple factor indices 

Museum study 


WRENN NN WN 


Nanotechnology 
National Readership Survey (NRS) 


National History Museum study 
Netherlands, The, readership in 
New product development 


New technology 


Non-respondents 
Non-response 
NORC, Chicago 


Office, new technology in the 
Order effects 

Page traffic 

Panel studies 

Parallel readership 
Partnership model 
PeopleMeter 

Personal alarm device study 
Personal Purchases Index 
Politz studies 

PREST team 


WN 


11 
12 
67 
379 cn 
126 
266 
189 
145 
157 
175 
342 
230 
43 
31 
47 
239 
359 
240 
236 
252 q 
361 
355 4 
363 
291 
5 
363s 
135 
147 
231 
157 
190 
227 
252 
146 
359 


Primary readership 
Product maps 
Protein engineering 
Proxy indicators 


Questionnaire design 
Quota sampling 


Rating scales 
Readers-per-copy 
Readership 
Recent reading methods 
Repeat exposures 
Replicated readership 
Research methodology 
Response categories 
Response 

errors 

rates 
Retailing 

changing patterns in 

new technology in 
Rim weighting 
Rotation effects 


Sales/advertising relationship 
Sampling 
errors 
theory 
Savings market 
Scaling 
Shopping 


Single source research 


Social and Community Planning Research 
Social Attitudes Survey 

Social change 

Structural change 

Survey methods 


OrnNNNN DN 


2 105 
3 257 
4 358 
1 48 
1 9 
115 

passim 

105 
145 
3 

285 
4 375 

4 363 

3 269 ate 
2 133 
15 

270 

4 
230 
285 

330 
348 

189 
224 

7 
9 

313 
313 

3 


Survey Methods Centre 


Tape recorded interviews 
Technological development 


Telephone interviewing 
Telescoping 


Time use 

Tracking studies 

Trade audits 

TSB Shopping Hotline 

TV 
advertisements 
audience research 
channel availability 
data in Germany 
viewing 


Unemployment 

University of Strathclyde alumni information 
VCR ownership 

Voting effect 

Viewdata systems 


Voice-mail 


Wallpaper study 
Weighting survey results 


Book Review Index 


AAKER, DAviD A and Day, GEORGES Marketing research (3rd edition) 


ALRECK, PAMELA L and SETTLE, ROBERT B 
The survey research handbook 


Roy E Koerner 


Jack Brand 


onwowr 


number 


4 


1 


page 


386 


355 
363 
108 
116° 
335 
15 
48 
375 
15 
| 225 
226 
190 | 
225 
315 
339 
i 300 
226 
108 
233 
367 
| 3 269 5 
= 
| 
— 


BAKER, MICHAEL J Marketing strategy and management 
John Davis 


BELSON, WILLIAM A_ Validity in survey research 
Tony Twyman 


BerG, DAviD and SMITH, KENWYN K_ Exploring clinical methods 
for social research 


Val Smith 
Berry, WILLIAM D and FELDMAN, STANLEY Multiple regression 
in practice 


Michael J Stewart 


Berry, WILLIAM Nonrecursive causal models 
Michael J Stewart 


Bos, THEODORE see NEWBOLD, PAUL 
BROOKSHIRE, ROBERT see MADRON, THOMAS WM 


Brown, Ray see WarD, SCOTT 


BuLMER, MartIN (Editor) Essays on the history of British 
sociological research 
Mark Abrams 


CHISNALL, PETER M Marketing: a behavioural analysis (2nd edition) 
Ute Bradley 


CHISNALL, PETER M_ Strategic industrial marketing 
Lionel Gordon 


CHISNALL, PETER M_ Marketing research (3rd edition) 
Alistair Pendlebury 


Cook, LOUISE see WOLFE, ALAN 


CRAVENS, D W and WooprurF, RB Marketing 
Michael Baker 


ag 
2 209 a 
4 381 
3 305 ae 
219 
2 220 
1 93 
2 216 
3 308 
4 387 
ts 
4 384 


Crimp, MARGARET The marketing research process (2nd edition) 
John Bound 


Day, GEORGE S_ see AAKER, DAvIDA 


Douc.as, J D Creative interviewing 
Bill Belson 


FAHEY, LIAM see KOTLER, PHILIP 
FELDMAN, STANLEY see BERRY, WILLIAM D 


FINK, ARLENE and KOSECOFF, JACQUELINE How to conduct surveys. 
A step-by-step guide 
Stuart Jackson 


HaGuE, PAUL N The industrial market research handbook 
Joan Lovell 


HONOMICHL, JACK Honomichi on marketing research 
Robert M Worcester 


HUBERMAN, MICHAEL see MILES, MATTHEW B 
JATUSRIPITAK, S_ see KOTLER, PHILIP 


JOLIFFE, F R_ Survey design and analysis 
John Bound 


KOSECOFF, JACQUELINE see FINK, ARLENE 


KoTLeER, PHILIP; FAHEY, LIAM and JATUSRIPITAK, S 
The new competition 


Tim Beal 


KRATHWOHL, David R_ Social and behavioral science research: 
a new framework for conceptualizing, implementing and evaluating 
research studies 


Sue Robson 


LAWLER, E E_ Doing research that is useful for theory and practice 
Nigel Piercy 


| OF the 

1 94 

1 97 

2 212 


Lonc, J Scotr Convariance structure models: an introduction 
to LISREL 


Paul Harris 


Lonc, J Scott Confirmatory factor analysis 
Paul Harris 


MAbDRON, THOMAS WM; TATE, C NEAL and BROOKSHIRE, ROBERT 
Using microcomputers in research 
Rory Morgan 


ManrTIN, ELIZABETH see TURNER, CHARLES F 


MILEs, MATTHEW B and HUBERMAN, A MICHAEL Qualitative data 
analysis. A sourcebook of new methods 
David Smith 


MULLAN, see TAYLOR, LAURIE 


NEWBOLD, PAUL and Bos, THEODORE Stochastic parameter 
regression models 


Michael J Stewart 
RoBerts, Mary Lou and WorTZEb, LAWRENCE H (Editors) Marketing 
to the changing househoid: management and research perspectives 


Jackie Morris 


ROBERTSON, TOM see WARD, SCOTT 


Scuropt, PHitip A Microcomputer methods for social scientists 
Rory Morgan 


SETTLE, ROBERT B_ see ALRECK, PAMELA L 

SMITH, KENWYN K_ see BERG, DAvID 

TaTE, C NEAL see MADRON, THOMAS WM 

TAYLOR, LAURIE and MULLAN, Bos. Uninvited guests, the intimate 


secrets of television and *adio 
Maureen Ressler 


: 
: 
pet 
= 
x 
2 213 
2 219 
2 218 


TURNER, CHARLES F and MARTIN, ELIZABETH (Editors) 
Surveying subjective phenomena 
Wendy Sykes and Jen Waterton 


WALKER, RoBERT (Editor) Applied qualitative research 
Judie Lannon 


Warp, Scott; ROBERTSON, TOM and Brown, Ray (Editors) Commercial 
television and European children — an international research digest 


Claire Byrne 


WATKINS, LESLIE and WORCESTER, ROBERT M_ Private opinions — 
public polls 


Peter Walshe 


WATKINS, TREVOR The economics of the brand: a marketing analysis 
Colin Greenhalgh 


WoLFE, ALAN and CooKE, LouIsE The electronic revolution in store 


Margaret Crimp 


WooprurFr, R B_ see CRAVENS, D W 
WORCESTER, ROBERT M_ see WATKINS, LESLIE 
WoRTZEL, LAWRENCE H_ see ROBERTS, Mary Lou 


Computer review 
SPSS/PC +: Statistics and advanced statistics 
Rory Morgan and Julian Bond 


o 
3 305 
382 
4 389 
4 391 


